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INTRODUCTION 
-~ 
CHAPTER I 
INTRODUCTION 
The democratic system upon which our government is 
based, indicates the importance of public relations . Any 
public institution has an obligation to inform its public . 
In turn, it is essential to the progress of any institution 
to have a well- informed public in order that it m~ give 
adequate support . 
Brownell, Gans and lVlaroonYpoint out , "In a democracy, 
the success of anything depends upon public confidence and 
public understanding . " 
The means by which we may obtain this confidence and 
understanding is public relations . Brownell , Gans and 
Maroon~define this term for us : 
"Broadly speaking , one might define public 
relations as personal and group action that 
affects social attitudes and behavior toward a 
g iven product or issue . " 
The need for public relations has long been held by 
industries and is now becoming a recognized need by other 
1/Clifford Lee Brownell , Leo Gans and Tufie z. Maroon, 
Public Relations in Education, McGraw-Hill Book Company, 
Inc ., New York, 1955, p . 40 . 
,Y.Ibid., p . 53 . 
E'ost'on Un!vers"f{Jr·~ 
_School o:f EduoaUGIJ 
-.. £1~ar~r_· 
.:il:f'.o. 
2 
public organizations . In a manual put out by its Bureau 
of Public Information, the National Jewish v/e lfare Boardy 
states: 
"Public relations in its broadest sense in 
the art of making the public understand what an 
organization or movement is doing , why it is 
doing it, whom it serves and how it contributes 
to the welfare of the community as a whole . 
Thus public relations help and achieve parti -
cipation in and wins recognition , status, and 
support for , the organization or movement with 
which it is concerned. " 
1 . Purpose of the Study 
The purpose of this study is to present a comparison 
of public relations programs and policies of industries 
and public schools . This study will show areas of 
similiarities and differences between schools and industries 
in the handling of their public relations programs 
2 . Scope of the Study 
This study is limited to industries and public schools 
within the state of Massachusetts . Four general areas 
were examined in public relations programs; staff morale , 
public relations director, financing of program and media 
used. 
No attempt was made to identify the institutions 
involved in this study . Those businesses and schools which 
1/Clifford Lee Brownell , op . cit ., p . 65-66. 
3 
responded aided the writers in helping present a picture 
of the public relations situation as it exists today. 
3. Justification of the Study 
The need for public relations is due to the basic fact 
that , •••• uNo public enter prise can succeed indefinetely 
unless a large part of the public supports it . "l/ 
The importance need for public relations , particularly 
in the schools, is very aptly stated by Miller and Charles : 2/ 
"Educational progress in America rests almost entirely 
upon the understanding which the American public has of 
its school system." 
Evidence as to the lack of public relation is pointed 
out by Alexander and Theiseu: 
uThe evidence seems clear •••• that in many 
instances communities have failed to provide 
adequate support for schools simply because of 
a failure to develop lines of communication 
between the school authorities and the general 
public . " 
Business, on the other hand, has a product to sell . 
It is necessary therefore to inform the public of the merits 
!/Clifford Lee Brownell , op . cit ., p . 53 . 
2/Clyde ?tiller and F. Charles, Publicity and the Public 
School , Houghton Mifflin Company , Boston, 1924, p . 1 . 
3/Carter Alexander and W. W. Theiseu, Publicity Campaigns 
?or Better School Support , World Book Company, 1921, p . 22 . 
4 
of their product . To obtain workers and the support for 
the company , they must also keep the g ood will of the 
community . Their business depends on it . The necessity 
of a well-informed public , not only those who buy the 
product but the stockholders as well, has long been 
recognized by business . 
Reeder!/draws a comparison between business and 
schools in this matter of public relations : 
"The people are the stockholders in the school 
enterprise and they have the same right to be kept 
. informed concerning their most precious public 
possession as have the stockholders in private 
busine s s . " 
This study of public relations in industries and 
school hopes to reveal the emphasis which is placed on 
public relations . Business success depends on it ; whereas 
schools often function without the understanding or support 
of its public . This apparent lack of public relations on 
the part of the schools is evident in the many misconcept -
ions and controversies which have risen around the schools . 
The question of why this is so gave birth to this study . 
It was felt that perhaps a comparative study of the public 
relations progr ams of businesses and schools might provide 
an explanation. 
1/Ward G. Reeder, The Fundamentals of Public School 
Administration, The Macmillan Company, New York, 1941, p . ?33. 
l 
CHAPTER II 
REVIEW OF THE LITERATURE 
CHAPTER II 
REVIEW OF THE LITERATURE 
1. Staff Morale 
The He ~ming of ?'orale 
Derivation and present meaning.- -High staff morale 
resulting from the concerted action of both staff and 
administration or management has been considered one 
determinant of a successful public relations program by 
both school and industry.!/ Originally a war word coming 
into general American use during the 1917-1918 period, 
morale meant merely the mental state of a body of people 
as an army. 2/ Since then usage in business has extended 
its meaning to one of degr ee , namely , high morale .l/ 
Calhoo~ defines the term as a congeries , representing 
individual reaction of employee temperament to individual 
conditions where supervision constitutes a large part . 
1/American Association of School Administrators , Morale 
?or a Free World, Twenty-second Yearbook, 1944, 
Washington , D. c., p . 29 . 
2/Ibid., p . 11. 
1/Richard P. Calhoon, Problems in Personnel Administration, 
Harper and Brothers , New York , 1949, p . 9. 
l!/Ibid., p . 10 . 
6 
1/. The American Association of School Administrators ~n 
their twenty- second yearbook draw these conclusions as 
being the major factors in morale : "fitness (physical) , 
esprit de corps {psychological) , and the common cause 
(ideat _onal)." These factors and others were studied 
and are here presented as the physical facilities of a 
building, financial benefits to employees and guiding 
policies in a public relat ions program. 
Factors Considered in High Staff Morale 
Physical Facilities . --In recent years there have been 
growing evidences of providing more livable working areas 
in both industrial and school buildings . Such pl anning 
is proving itself successful and profitable to staff and 
management or administration. 
A former navy flier ,~believing that a pleasant place 
to work was as important as a pl ace to live, bought farm 
property at $200 an acre , transformed this land into 
desirable , attractive industrial sites , and resold it at a 
minimum of $13 , 000 an acre well worth the difference in 
pric e . 
Data from experience as the foregoing and actual 
scientific findings from the cr iteria for the following 
±/American Association of Administrators , op . cit . , p . 30 . 
,Y'Neil M. Clark, "Factories Fit to Live in, " The Saturday 
Evening Post (March 2, 1957) , 229 :36. 
7 
physical facilities regarded as conducive to work and high 
moral e . The factors to be considered will be the actual 
working area, rest and recreation area and equipment . 
Wherever possible , data were compil ed to show a comparison 
or contrast between school and industry . 
\vorking area .--The research on actual working areas , 
included in most cases information on working space , color, 
furniture or machinery , and lighting . 
Adequate working space .--From experiments in school s 
accepted standards for spacing were determined . The 
findings were that 900-1000 square feet of usuable class -
room space should be allowed for every 25-30 chi ldren in 
the elementary grades .!/ However , in industry standards , 
if any were stated, necessarily referred to individual 
cases with safety as the outstanding determinant factor . 
Color .- -The proper sel ection and combinations of 
p i gment can make the difference between "belonging" or 
"not belonging . "?) A studyllof the effect of color on 
the individual revealed that red and orange are warm and 
1/American Association of School Administrators , American 
School Buil dings , Twent¥- seventh Yearbook , 1949, 
Washington, D. c. , p . 88 . 
2/Architectural Record Book, F . w. Dodge Corporation , 
New York , 1956 , p . 7. 
1/Willard S . Elsbree and Harold J . McNally , Elementary 
School Administration and Su ervision, American Book 
ompany, New Yor , • 
• 
8 
energizing colors and that blue and green are cool and 
soothing colors. White ceilings provide the 80 per cent 
reflection needed for s ufficient lighting . If the side-
wall r efl ection factor of 60 per cent is to be obtained, 
then those colors commonl y known as pastel tints must be 
used. 
In addition to choosing color for psychological 
reasons , there is a growing tendency in s chools to permi t 
teachers a choice of either a personal preference or one 
from among several different colors suggested.!/ 
Furniture and machinery .--ElsbreeSfstrongly suggests 
that school furniture be movabl e and suited to individual 
interests, maturity , and needs of pupils . Among a list of 
furniture he included chairs , tables , bookcas es , shelves 
for blocks, easels, cabinets , work benches and bulletin 
boards . 
Rat her than emphasizing that furniture be movable, 
industry speaks of furniture and machinery that is safe, 
comfortable , and suitable for yielding maximum production 
in minimum time • 
.!/Ibid • 
g/Ibid., p . 353. 
9 
Lighting.--Proper illumination in the classroom is 
presently receiving greater attention than ever before. 
Not only is the 20-40 foot-candle rule!ffor adequate 
lighting used as a criterion, but also that of balanced 
brightness where r eflected light resulting from light 
colors used on walls and ceilings is all important . 
Therefore , if correct balanc ed brightness is achieved, 
light from fixtures must be limited to 350 foot - lamberts .£1 
Finally the problem of direct light can be lessened through 
use of window shades, proper wall and ceiling colors and 
movable furniture . 
Rest and recreation areas .--Since leisure and whole-
some recreation are essential to both mental and physical 
health,Jisome specific plans usually are made for those 
purposes . Most areas outside the working area afford 
some form of relaxation or rest . These include faculty , 
conference, lunch or cafeteria, smoking, lavatory and 
lounging rooms. They should be comfortable, pleasant , 
clean and as informal as possible;~/properly lighted, 
1/Paul B. Jacobson, William c. Reavis and James D. Logsdon, 
Duties of School Principals , Prentice- Hall Inc ., New York, 
1951, p . 677. 
~Architectural Record Book , Loc. cit . 
1/American Association of School Administrators , op . cit., 
p . 104. 
~Willards. Elsbree , op . cit., p . 414. 
10 
heated and ventilated, free 
and conducive to health and 
from odors , dust and fumes;!/ 
safety. Y 
Utilization.--Administrators in schools and industries 
are constantly conf ronted with the t a s k of gr eat er 
utilization of working s pace . In schools, especially , 
where increased enrollments pose s erious problems of 
accommodation, rooms are ser ving dual purposes or more . 
Gymnasiums , for example , sometimes serve as auditoriums 
and/or cafeterias depending on how pressing t h e situation 
or need is . However , t hrough careful planning and 
scheduling t hese changes can be made wi th no t h reat to 
health or comfort .l/ 
Equipment . - - "The physical environmen t of t he class-
room often i ndicates the living that is going on. "l±/ 
This statement probabl y r ef ers to the extent to which 
ma t erials and furniture are made available for use . 
Classrooms should be laboratories for individual and group 
experi ences . As s uch t hey should be equipped with text -
books , writing supplies , special machines and visual aids 
!/Richar d P. Calhoon, OE · cit ., p . 481. 
Y Willar d s . El sbree , OE · cit ., p . 364. 
l/Richar d P. Calhoon , o;e . cit ., p . 662. 
~/Association fo r Super vision and Curriculum Development , 
Creatin a Good Environment fo r Learnin , 1954 Yearbook, 
Washington , D. c. , P. 20 • 
ll 
such as typewriters, duplicators , projectors , etc . 
Unfortunately school committees vary in opinions of 
quality and recency of t extbooks and s upplies . There have 
been many instances where textbooks discarded by a favored 
community were rebound and distributed for use in less 
favored school system.!/ However, counteracting such 
procedures is the cooperative nature of other communities 
which set up a district materials center making them more 
economicall y and readily available .£/ 
Unlike schools, industries are greatly influenced by 
competition. Machinery and other industrial equipment is 
often chosen for efficiency and greater output . It should 
be safe and in good working order . Laborers are often 
protected in this matter by unions and government 
regulations .1/ 
Financial benefits.--Besides earning a regular 
salary , employees now seek supplementary financial benefits . 
Among these are Blue Cross or some other hospitalization 
plan, social security, retirement benefits , sick benefits , 
1/William A. Yeager , School- Community Relations , The 
Dryden Press , New York , 1951 , p . 211. 
~Association for Supervision and Curriculum Development, 
op . cit ., p . 217 . 
1/Ralph H. Lakey, Developing Morale Through Training 
Procedures , Unpublished Master ' s Thesis, Boston 
University , 1949 , p . 120 . 
12 
salary increases and the like . Such non- wage labor costs 
are often called fringe benefits or employee benefits .!/ 
In his speech at tho 1953 conference of the National 
Association of Cost Accountants , Adam s . Bennion said that 
benefits shared jointly by management and employee are a 
basic foundation for any long-range program of s ecurity.£/ 
Increments in salary.--Although commissions, bonuses, 
overtime pay, advancement in salary and position through 
ability and application of oneself have been accepted by 
industry , a salary system based on merit has been strongly 
d b t h i t . 3/ oppose y eac er org an za lons .-
11Unless the rewards can meet the competition of the 
other professi ons requiring four or five years of college 
education, " says Grinnell , l±/"the abler young people will 
not choose to be teachers . " This mi ght be one of the 
reasons for the teacher shortages existing now. 
!/Stanley G. Philips , Fringe Benefits , Unpublished Master's 
Thesis , Boston University , 1951 , p . 3. 
£/AdamS . Bennion, "Fringe Benefits Cost or Profit," 
National Association of Cost Accountants Bulletin, 
{September, 1953) , 35 : 166 . 
1/The Providence Journal (February 24, 1957), Volume 72, 
Number 36 : 8 (columns 1 and 2) . 
~/J . E. Grinnell and Raymond J . Young, The School and the 
trommunity, The Ronald Press Company, New York, 1955, p . I99. 
Inservice training.--Lake~outlines the vari ous 
types of traini ng offered to non-supervisory workers 
through special courses, night schools, facilities and 
laboratories of schools , colleges and universities, 
correspondence courses, apprenticeship and symposium. 
13 
Ins er vice training is being off ered to teachers, t oo . 
Workshops are being offered by some school systems . Some 
communities even reimburse teachers for advanced courses 
taken. The scope and character of an inservice program 
is largely dependent on the local situat ion.g/ 
Guiding Policies .--Petersl/states t hat the most 
efficient use of the best available machinery, tools, and 
equipment cannot be realized without employees who are 
satisfied, secure and cooperative . This can come only 
through understanding and cooperation. 
Printed schedules and policies .--Yeager~write s of 
industry's use of the house organ diminishing the distance 
between employee and management and to make up for lack of 
close personal contacts . Schools more r ecently, began to 
1/Ralph H. Lakey, op . cit ., p . 76 . 
~American Association of School Administrators, Public 
Relations for America 's Schools, Twenty-eighth Yearbook, 
1950, Washington, D. c., p . 166. 
l/Raymond w. Peters , Communication within Industry, Harper 
and Brothers, New York, 1949 , p . 9. 
~William A. Yeager , op . cit ., p . 129 . 
adopt this measure of communication. The house organ may 
be any bulletin, magazine , pamphlet , handbook or manual . 
Not only does it become a source of information but al so 
a guide to correct procedure saving valuable time. 
Getting acquainted program.--Lakey!/states the 
objectives for an introductory process in industry as : 
giving the new employee confidence in the comp any , g iving 
the new worker a complete account of t he work he is to 
perf orm, and defining the terms of service to the new 
worker . 
School administrators , too , make an effort to welcome 
new teachers and hel p them become an integral part of the 
whole group . They enco urage new teachers to visit t heir 
assigned building before beginning actual work and often 
designate a teacher already in the system to serve as a 
guide to a newcomer.£/ 
Suggestions interchanged. --A suggestion s erves two 
purposes in industry: "the off ering of propos als for 
greater efficiency 11 and11 the rendering of complaints on 
present conditions.u1/ It is estimated that an average 
of 40 per cent of all suggestions prove usable in some form. 
1/Ralph H. Lakey , op . cit ., pp . 25-26. 
g/American Association of School Administrators, op . cit ., 
p . 247 . 
3/John Patrick Carroll, Em~lo~ee Morale as a Management 
'Factor, Unpublished Master shesJ. s,Boston University , p . 70 . 
15 
Grinnell!/favors consultation between administration 
and staff not only for information, but also for the 
purpose of creating favorable attitude between them. 
2 . The Public Relations ~irector 
General Nature of the Position.-- The major responsi-
bility of the director whether he be in education or in 
business is indicated by his title, some varient of public 
relations . He is chiefly a coordinator . It is usually 
not his job to attend to mi nut e details of public relations 
work but to delegate responsibility to his staff . He will 
p r operly concern himself with the planning of a program 
and with the overall policy decisions , subject to the 
approval of his superiors . The nature of the position 
may vary somewhat according to the size of the school 
system or the business firm, as will be pointed out , but 
the basic concept of the director as a policy maker is one 
on which most authorities seem to agree . 
Educational Director of Public Relations 
Qualificati ons of the Full Time Director .--The 
director of school- community relations should be well 
qualified to assume his duties . He should have an 
adequate educational preparation with some emphasis on 
principles and techniques of public relations . If possible , 
1/J. E. Grinnell, op . cit ., p . 410 . 
16 
an advanced co~rse of study in some institution specializ-
ing in this field woul d be of considerable value according 
to Yeager.~ 
He should be interested in his work with a background 
of broad human rel ationships and understanding. He must 
have a sense of humor and a sense of proportion and be 
courteous and considerate, able to cooperate with others, 
tactful and able to meet trying situations successfully . 
He must be dependable , truthful and reasonable , yet a man 
of convictions and courage . 
These qualifications su ;gest the need for an 
individual of high caliber . He must be well prepared with 
a rich academic and professional b ackground and grounded 
in a knowledge of research and its uses . He must know the 
field of education, how to teach and how to supervise . 
He must have mastered the fundamentals of school adminis-
tration, both theory and practice . Moreover, he must 
know something of j ournalism and should be a good speaker 
and writer. Above all , he must know people , their virtues 
2/ 
and frailti es . Benjamin Fine ,- l ists seven qualifications 
!/William A. Yeager , op . cit ., p . 40. 
~Benjamin Fine , Educational Publicity , Har pe r and 
Brothers , New York , 1951, p . 76 . 
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he would weigh in selecting a director of public relations; 
11 (1) newspaper experience ; (2) graduate of college or the 
equivalent; (3) experience in teaching ; (4 ) executive and 
administrative ability ; (5) br oad social vision; (6) 
fluent with a typewriter ; {7) acceptable personal traits ." 
y 
f;Ie ehlman expresses it this way : 
"First and foremost , he must understand human 
nature in all its various phases . Secondly , the 
educational interpreter must know the schools . 
He must appreciate their purposes, problems and 
achievements. Third, t h is leader must understand 
the channels through which interpretation is 
carried on and the arts which are used therein. 
He must have a sense of news and feature values 
and be able to pres ent the ideals and activities 
of the schools in a form that the public will 
value and appreciate . Fourth, and most important 
of all, the educational interpreter must know 
civilization itself . He must have a vision of 
the part which education has played and mi ght 
play in the creation of a better world . " 
Duties of the Full Time Director. - - Many of the 
specific duties of public relations director s h ave been 
conceived largely in terms of publicity or informational 
and interpretive service in the past . An example would 
be the performance of a singl e group of functions in a 
school campaign. Today many di r ectors have conceived the 
possibilities of school- community relations in its 
broader aspects as a cooperative endeavor in the interests 
1/Arthur Meehlman, Public-School Relations , Rand Mc Nally , 
New York, 1948 , p . • 
of complete child welfare . Most authorities agree that 
directors of public relations would find themselves 
uncomfortable today atte~pting to administer a program 
built upon the former policy.!/ Thus we can see the 
importance of a proper philosophical approach . 
Some of the duties most frequently mentioned are : 
1 . Working out, together with the superintendent 
and the staff, the general philosophy of the 
school system concerning public relations and 
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making sure that all concerned are familiar with 
this philosophy . 
2 . Deciding , toge t her with the superintendent, t he 
budget necessary for a proper public relations 
program . 
3. The responsibility for the employment , di s missal 
and qualifications of the personnel who make up 
the staff , with the approval of the superintendent . 
4. Overall executive responsibility f or seeing to it 
that the program dedided on is carried through. 
5. Responsibility for constant revision of the pro-
gram to fit the needs of a constantly changing 
school system and community. 
1/Ward G. Reeder, An Introduction to Public-School 
Relations , The Macmillan Company, New York , 1953, p . 251 . 
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Staff Essential to the Organization. --The size and 
nature of the staff essential to the organization should 
be determined by the director in accordance with the 
policy , the problems to be solved and the program to be 
developed. Abilities should be utilized wherever located, 
for example : journalistic experience in an English 
teacher or public speaking skill in an assistant superin-
tendent , teacher or president of the P. T. A. Stout~ 
says : "A good executive should always be alert to latent 
abilities in his staff and utilize them to best advantage . 
Some individuals never know the significance of their 
abilities until discovered , others have been waiting for 
just such an opportunity. 11 
Part Time Director - Central ization. --In the largest 
cities a full time director of school-community relations 
is now generally employed to develop this important 
function and program and to coordinate activities and 
service . In the past it has been common to select a full 
time person to direct such periodic school activities as 
school campaigns . In the next group of cities the duties 
of such a director are often combined with such other 
administrative duties as resear ch, pupil personnel 
service or adult education. Occasionally an assistant 
1/Derman G. Stout , School-Community Leadership, William 
Brown Company , Dubuque, Iowa , 1956, p . 99 . 
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or associate superintendent may serve in this capacity. 
In smaller towns and cities and in rural ar ea s the 
superintendent may personally assume the direction of 
school-community relations , including this function along 
with h is other responsibilities . He may assume certain 
duties himself and assign others to a staff officer or a 
principal or committee . The superintendent as educational 
leader generally retains the responsibility because of 
his relationship with the board, the community and the 
staff . Many superintendents have little confidence in 
their staff members ability to deal with the public .!/ 
Here what is needed is a program of internal relations . 
On the other hand , the success of many school systems lies 
in the dynamic l eadership which the superintendent 
exercises through school- community relationships . 
Part Time Director - Decentralization.--In the absence 
of any central administrative policy or organization, the 
several building principals of a system may develop pro-
g rams of school-community relationships around their 
ovm school communities . There are many advantages in such 
a plan of organization as stated by Yeager :g/ 
!/James L. Hymes , Effective Home - School Relationships , 
Prentice Hall, New York , 1953, p . 118. 
~William A. Yeager , School-Community Relations , Dryden 
Press , New York, 1951 , p . 371. 
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1 . The superintendent may find that the principal 
is the key person about whom to build the program. 
2 . One principal may be doing an e xcellent piece 
of work in his own school with a parent- teacher 
organizat i on or because of some other interest . 
3. A certain school may offer strategic possibilities 
because of the nature and interest of the parents , 
key individuals or organizations in the community 
or because of the school 's peculiar problems . 
4. Building principals , with t heir teachers , may 
offer competitive possibilities with one another , 
perhaps to stimulate t hese with little interest 
or ambition. 
5. The impetus to organization may come from a 
community organization or from a teacher or group 
of teachers desirous of initiating a program 
experimentally. 
It is entirely possible that a superintendent may be 
forced by his own inertia to recognize a "going organiza-
tion" wherever it may exist in spite of his own indifferent 
attitude or policy. In such an instance he is wise if he 
senses leadership where it exists and seeks not to oppose 
it . 
Although it is not to be expected that part time 
direction of school- community relations, whatever its form, 
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will require the exacting qualifications indicated for the 
full time director , the qualifications of such a leader 
should be as high as possible . Those indicated for the 
full time director offer goal s toward which to strive . 
\Vhat has been said in regard to the staff and the dis-
covery and utilization of skills applies here as well . 
The duties of a part time director in a small system are 
apt to be concerned with the specifics of the program as 
well as the problems connected with laying out and 
administering the broad policies . 
Business Director of Public Relations 
Qualifications of a Full Time Director . --The directing 
head of any business public relat ions effort must first 
have management ability . Pendleton Dudley,!lwriting in 
Your Public Relations, calls it managements f irst executive 
r esponsibility . There are many re asons why management 
ability is essential but the most important fact seems to 
be that public relations is young and g rowing and is being 
tied into every operation of a corporation. 
An effective public relations person must be a pro-
lific producer of new ideas, able to think and act in 
!/Pendleton Dudle,r, Your Public Relations, Funk and 
Wagnalls, New York , 1948, p . 57 . 
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emergencies and agile in meeting shifting forces . Bernays!/ 
says , 11 The curse of corporate public relations has long 
been the sluggishness of oolicy making people and the 
backward t actics of those who make decisions . " A public 
relations move may be worth a million dollars today and be 
altogether too little and t oo late tomorrow. 
He must h ave the capacity to t each and to lead . He 
must be an extrovert in his thinking . The public relations 
person must be a student as well as a l eader for the ablest 
leader must learn as he goes . Philosophy and proceedure 
s hift rapidly and will require close and constant study . 
He must stand for the h i ghest standards of ethics and 
integrity . Business is a lways on t rial before t he court 
2/ 
of public opinion . Cutlip- has this to say concerning 
ethics : "A public relations officer whose every act and 
attitude shows an understanding of and regard for public 
welfare is a priceless asset to any organizat ion . " 
As in educational public relations work, perhap s t he 
most important personal requirements are the gifts of 
human sympathy and understanding , a rare misture of 
integrity and coura; e and a warm and genial personality 
!/Edward L. Bernays~ Public Relations, University of 
Oklahoma Press, 194u , p . 57 . 
2/Scott M. Cutlip and Allen H. Center , Effective Public 
Relations, ~~entice Hall , New York , 1952, p . 111. 
which invites confidence while expressing conviction. 
As to age, the ideal choice seems to be as young a 
person as possible who po ssesses the intellectual maturity, 
sound judgment and the desired qualities of leadership . 
There are no set rule s as to academic preparation . 
Many colleges and universities are offering courses in 
public relations but few of them are comprehens i ve enough 
to g ive substantial preparation for executive responsibil -
ity in the fi eld . There seems to be a difference of 
opinion among authorities as to the necessi ty for a college 
degre e . The great majority , however, favor a college 
degree and many recom~end advanced study.!/ Even those who 
would not demand it of a candidate admit it would be 
helpful . 
Public relations work demands a broad background of 
knowledge and culture . A working knowledge of economics, 
psychology and political economy would be sound equipment . 
The public relations executive need not be an economist 
but he should have an intimate acquaintance with t he 
philosophy and economics of business . A student of the 
social sciences will find wide applicat ion of his findings 
in public relations work. 
1/Milton Wright , Public Relations f or Business , McGraw 
Hill, New York , 1950, p . 230 . 
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Cutlip!/suggests the experience of a newspaper 
reporter as did Benjamin Fine, writing on the educational 
director. Again, not all authorities agree that this is a 
must . He believes that a reporter must learn, as part of 
his training, how to get along with people , how to inspire 
confidence and how to interpret mixed information. 
Unconsciously , the reporter is trained in the business of 
appealing to and convincing thousands of people with every 
word he writes . The ma jority of people working today in 
business public relations work are former newspaper people .~ 
Duties of a Full Time Director .--The modern point of 
vi ew concerning the duties of a public relations officer 
seem to the writer to be much the same in progressive 
business concerns and educational systems , namely : (1) 
development of a company policy on public relations and 
education of the employees to this policy; (2) budget 
responsibility within the department ; (3) personnel 
director within the department; (4) actual executive 
responsibility for the smooth operation of the department's 
pr ogram and responsibility for continual revision and 
1/Scott M. Cutlip and Allen H. Center , op . cit ., p . 112 . 
~Loc . cit ., p . 112. 
(5) in the largest corporations, liason with an outside 
public relations counsel .!/ 
Staff Essential to the Organization.--Regarding the 
staff of a business publ ic relations department , DudleyS/ 
has t hi s to say , "The progressive business concern today , 
realizing that its very existance as a corporate body 
depends on t he good will and patronage of the public, will 
spare no reasonable expense to insure t hat its public 
relations executive has the staff with which to carry out 
his assignment . " In general among businesses and in 
particular among large corporations , it s eems fair to say 
that the staff personnel provided for t h e work are superior 
in quality as well as in quantity to the staff provided for 
the educational public relations direc tor . 
Part Time Director.--Very often, large corporat ions 
with widel y scattered sub- divisions locat ed in differing 
surroundings and serving a widely divergent clientele find 
it convenient and very effective to locali ze t heir public 
relat ions programs and direct t hem toward the i mmediate 
s urrounding territor y . Smaller busines ses find t his met hod 
superior for r easons of economy as well as practicality. 
!/Philip Lesly , Public Rel ati ons Handbook, Prentice Hall, 
New York, 1956 , p . 6. 
£/Pendle ton Dudl ey , Your Public Relations, Funk and 
Wagnalls , New York, 1948, p . 7. 
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In such circumstances , some highly successful programs 
have been directed by a president , a vice president or 
other executive performing the functions ordinarily assigned 
to a full time director of public relations . In some cases , 
this type of approach may come about by default . More often 
it is the result of conscious directed effort toward a more 
localized program. 
y 
The Public Relations Qounsel .--Among large corpora-
tions t here is a type of approach to public relations not 
ordinarily found even in the largest urban educational 
systems . Goldmanycalls them the "shock troops" of public 
relations . This is the public relations counseling 
organization set up as a hi ghly developed closely organized 
team of public relations specialists who are, in reality , 
a profit- making organization that sells its services . 
This type of approach is distinguished from any purely 
company operation by the fact that t hey serve many differ-
ent and divergent businesses simultaneously in much t he 
same manner as a l aw firm . The public relations counsel 
is at the zenith of specialization in public relations 
work. Most corporations who retain a public relations 
.!/J. Carlisle MacDonal d , Public Relations Techniques in 
Building Public Confidence, Prentice Hall , New York, 1950 , 
p . 32. 
2/Eric F . Goldman , Two Way Street , Bellman fublishing 
Company , Boston, 1948 , p . 74. 
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counsel, nevertheless , employ a regular executive within 
their own firm to direct operations within t heir own firm 
to direct operations within the company and act as liason 
with the outside counsel . 
3. Techniques and Media 
Nature and Purpose of Media and Techniques .--The 
effectiveness of a public r elations program is determined 
in part by the media selec t ed and the way t h ey are used . 
The American Association of School Administrators!/point 
out in their Twenty- eighth Yearbook a thought of concern 
to educators: 
11Wise selection and use of publicity devices 
require( •••• ) that educators see the relationship 
between educational interpretation and the basic 
objective of the public relations , which is to 
maintain a wholesome two-way relat ionship of 
school and comtnunity." 
Sever al media , aptly chosen and developed together , 
usually will achieve the purpose better than a simple 
v device . Grinnel l and Young feel that good pl anning in a 
public rel ations program calls for using every available 
medium and every technique . 
1/ American Association of School Administrators , Public 
~elations for America 's Schools, Twenty-eighth Yearbook , 1950, Washington , D. C., p . 275 . 
~J. E. Grinnel and R. s . Young , The School and the 
Community , The Ronald Press Company , New York , 1955, p . 75 . 
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Under the heading of 11 How to Choose the 1 Right ' Tools", 
the American Association of School Administra.tors!/in t heir 
Twenty- eighth Yearbook , Public Relations for America ' s 
Schools , advise : 
"In selecting any public relations medium 
the basic rule is this : It should be the best 
one available for the specific purpose to be 
achieved. To apply t his rule, however , certain 
implied questions must be considered: 
(a.) What community group is to be contacted? 
(b) What results are expected? 
(c) How are these results related to 
previous and future public rela tions 
efforts in the groups to be contacted 
now--in the groups already reach ed?" 
The following criteria is further suggested to supple-
ment the above questions : (1 ) Facility of Preparation; 
(2) Immediacy of Preparation; (3) Dissemination to Channel; 
(4) Distribution; (5) Cost ; (6) Understandability ; (7) 
Popular interest and appeal ; (8) Adaptability ; (9) 
Comprehensiveness; (10) Effectiveness .~ 
The importance and use of these techniques and media 
which are available to a public relations program will be 
considered in this chapter • 
.!/Ibid., p . 280 . 
2/American Association of School Administrators, Public 
~elations for America ' s Schools , Twenty- eighth Yearbook, 
1950, Via.shington, D. c., p . 280 . 
Importance of good printed material .- -Good taste 
should characterize the arrangement and organization of 
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every mimeographed and printed sheet which goes from the 
employer's desk to the employee and the public . 
The Letter. --Any organization is judged by its 
correspondence. Therefore it is most important that the 
letter be given care and study. Promptness is important: 
"One of the best public relations rules is to answer all 
mail the day it arrives , if at all possible . ".!/ This aids 
not only in clerical planning but g ains t he respect of the 
receipents as well . 
The letter should be characterized by the utmost 
courtesy; the meaning of the message clear and the facts 
of requests reasonably answered . 
The letter should be written on good stationery and 
be a model in form, arrangement , language , spelling and 
general appearance . 
House Organs . --Printed material which may be published 
as a magazine , newspaper or a monthly bulletin is called a 
House Organ. House Organs originated in large decentral-
ized business enterprises . Grinnell and Young5/feel that 
!(Ibid. , p . 292 . 
~J. E. Grinnell and R. s . Young , The School and The 
Community , The Ronald Press Company , New York , 1955, p . 103. 
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the House Organ is the best media for building group morale 
and keeping employees and the public up to date . 
MoehlmanYmaintains that the House Organ's, "purpose 
should be to stimulate, intergrate and secure professional 
development . " 
Handbook.--A Handbook is designed to give needed 
information in an accurate form. Reede~points out that : 
"Without such a source, the employee (student) 
is left to his own devices to obtain the information 
needed, some will be slow in discerning the needed 
information and others unresourceful about it." 
Both the administration and the employee should 
cooperate in setting up the handbook. 
The handbook can be advantageously used in both 
industries and schools. For both, the general set-up is 
the same with variations pertaining to their own particular 
needs . 
A handbook contains information which affords intro-
3/ duction to students or employees with the following :-
1. History and Background 
2 . Introduction by Key Executive 
.!/Arthur B. Moehlman, Public School Relations , Rand McNally 
and Company , New York , 1927, p . 116. 
~Ward G. Reeder , An Introduction to Public-School Relation , 
The MacMillan Company, New York, 1953 , p . 297 . 
lfD. H. Blackard and c. Plackmon, Blueprint for Public 
Relations, McGraw-Hill Book Company, New York , 1947, p . 116 . 
3. Objectives and Future Outlook 
4. Explanation of Policies 
5. Rul es and practices 
6. Services 
7. Benefits for employee 
8. Tradition 
9. Reference Guide 
10 . Roles of supervisors 
11. Other vital information, (salaries , vacation, 
pension, etc . ) 
The information contained in a handbook will, of 
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course, vary from the above depending on the recipients . 
The handbook should be discussed immediately upon 
distribution so as to al low for explanations which are 
pertinent . In helping the recipients to become thoroughly 
acquainted with the content of the handbook facilitates 
the purpose of the handbook which is to aid the student or 
employee act with intelligence and efficiency. 
Yearbooks .--In popul ar use in schools are the year-
books. The yearbook customarily presents the graduating 
class and its activities . Grinnel l and Young, !/however, 
introduce a new idea on yearbook publications . They 
contend it may be effectively used to provide a means for 
revealing the school ' s efforts to serve youth in all levels 
1/J. E Grinnell and R. s. Young , The School and ~~e ~ommunity , The Ronald Press Company, NeW !ork, 19 , p . ll3 . 
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of ability and for making learning a varied and exciting 
experience . 
The Annual Report .--The Annual Report should be a 
complete yearly survey of a school or business . The 
information contained in the Annual Report should be inter-
preted clearly, interestingly and convincing . 
A good Annual Report contains :!/ 
1. General Summary 
2. Introduction 
3. Sub-activities 
4. Illustrations 
5. Statistics 
MoehlmanYlifts up the invaluable asset of the annual 
report as a report of current survey and as background and 
record for comparisons in respect to progress . 
Visual Aids .--Visual Aids may be used in innumberal 
situations to excellent advantage . Many suggestions are 
given by Alexander and Theiseullas to ways in which they 
may be dissemeinated through many avenues in the community . 
!/Arthur B. Moehlman, Public School Relations , Rand McNally 
and Company , New York , 1927, p . 116. 
?}Loc . cit . 
2/Carter Alexander and w. w. Theiseu, Publicity Campaigns 
for Better School Support , World Book Company, Boston, 
1921, p . 210. 
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They may be used in demonstrations ; films on school or 
business projects may be given in the local movie theater . 
Photographs and sketches may be placed on exhibit ; lantern 
slides may be used to show contrasting conditions . 
The Public Relations office should announce to all 
public organizations in the community what it' has on file 
in audio- visual aids . Benefits and speakers should be 
informed of this material so that it may be used frequently. 
Motion Picture .--The motion picture is a great 
educational and social force in life . It was developed 
primarily for entertainment and has proven it has tre-
mendous emotional appeal in shaping attitudes and social 
value . 
Motion pictures of school and business events and 
proceedure have been used to publicize the work of each 
and aid in interpreting their purposes and activities to 
the community . 
Yeage~suggests the fol lowing as some educational 
uses of the motion pictures for schools ; however , this may 
also be applied to business . 
1 . Recognition of possibilities as an education and 
social influence on the community . 
l/William A. Yeager , School Community Relations , The Dryden 
Press , New York, 1951, p . 257. 
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2. Development of plan value of motion picture can 
be studied and measured. 
3. Provision for adequate utilization of motion 
picture: proper instruction in use : purchase of 
good equipment: selectlon of need and appraisal 
of results. 
4. Provision for use of motlon picture with other 
agencies and institutions . 
5. Use of motion pictures to record activities and 
as a record for public information. 
6. Cooperation with a motion pictur~ producer, 
booking agencies and others dealing with the 
production and distribution of motion pictures . 
Mo tion pictures, Yeage~/feels are the best means of 
conveying ideas and may have double use if used also to 
supplement archival records of a school or business . 
Photographs . --Photographs have many uses . They may 
be used in newspapers, reports, exhibits, window displays 
and speakers may use them for supplementary material . 
The American Association for School Administrators£/ 
!/William A. Yeager , School Community Relations , The Dryden 
Press , New York, 1951, p . 250 . 
S/American Association of School Administrators , Public 
Relations for America's Schools, Twenty-eighth Yearbook , 
1950, Uashington, D. c., p . 29o. 
in their Twenty-eighth Yearbook, give the following Guide-
posts to the most effective use of Photographs . 
1 . Action pictures needed 
2 . Use s mall groups only 
) . Good background is important 
4. The picture should illustrate the subject of the 
story 
5. Send glossy pictures of standard size to news-
papers 
6. Pictures should be clear 
7. Always caption the picture 
8. If sending to a newspaper , know the deadline of 
your paper 
9. Send an exclusive picture whenever possible 
10. Make the p icture educationally significant 
11. Pictures should be accurate in details 
On the subject of photographs Dreiman!/states , 
"Photographs can show reactions and convey atmosphere and 
moods and do this more quickly and often more successfully 
than words ." 
Pos ters, Signboards and Displays.--Posters, signboards 
and displays can call on public attention when placed in 
conspicuous points in buildings and the community. 
!/David B. Dreiman, How to Get Better Schools , Harpers and 
Brothers , New York, 1956 , p . 143. 
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1/ 
The American Association for School Administrators-
advises , "notices in special type styles, and cartoons in 
student newspapers and other publications , add interest 
and better understanding of issues . " 
Graphic and Pictorial Materials .--In their Twenty-
eighth Yearbook , Public Relations for America ' s Schools , Y 
the American Association for School Administrators contends 
that factual material , expressed entirely in words and 
figures , are often inadequate in interpreting problems . 
They point out that to convert verbal and mathematical 
symbols into more understandable and precise terms , a wide 
range of graphic technics is available . 
Statistics are often uninteresting and unintelligible 
to laymen . They can be made comprehensive and appealing 
by the use of colorful charts and graphs and well-arranged 
diagrams . However , graphs , charts, diagrams and cartoons 
must present material accurately and should be done by a 
competent person. 
Exhibits and Demonstrations .- -"Se.eing is believing . " 
Herein lies the value of exhibits and demonstrations . 
!/American Association of School Administrators , Public 
Relations for America's Schools , Twenty-eighth Yearbook , 
1950 , Washington , ~. C., p . 273 . 
£!Ibid., p . 281 . 
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In education, there is a tendency in demonstrations 
and exhibits to g ive disproportionate attention to fine 
arts , manual art , physicial education, music and home 
economics . No field of instruction should be neglected, 
however . 
Another weakness of exhibits and demonstrations, as 
pointed out by Grinnell and Young , l/is that demonstrations 
are often planned primarily for entertai~ent . As a 
consequence , results a r e measured in the product not t he 
methods . The best type s of demonstra tions and exhibits 
show not only the finished product but also the methods by 
which it is obtained. 
Exhibits are an effective means of drawing public 
attention and have the advantage of being portable enough 
to be set up in many places throughout the community . 
Grinnell and Young~set up a few principals to gui de the 
use of exhibits : 
1 . Theme harmony 
2 . Artistic 
3. Carefully arranged 
4. Simplicity and cl arity 
1/J. E. Grinnell and R. S. Young , The School and The 
Communi t y , The Ronald Press Company , New York, 1955, p . 120 . 
2/Ibid., p . 162 . 
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5. Accent on educat ional values 
6. Plan to appeal to public 
7. Attention- getting 
Demonstrations show what the school or business can 
do and the type of training they give . It tends to es-
tabli sh a feel i ng of confidence on the part of the public 
toward the institutions . 
Demonstrations and Exhibits are adaptable to every 
phrase of the proe ram of a business of school . They may 
be used to illustrate training or show records of achieve-
ment . 
Open House .--Open house is one type of public relations 
which h as come into frequent use in the past few years . 
It is profitable for businesses and schools to open their 
doors to s t ockholders or parents to visit periodically. 
Blackard and Blackmon1/feel that from this practice can 
come the gr eatest benefit from the eradic ations of pre-
judices and misconceptions . As is the aim of all public 
relations activities , it promotes unders tanding between 
the institution and its public . 
Open house should demonstrate the t raining rec eived 
by the people in the institution as well as the produc t 
produced. It may also be an effective me ans of exhibiting 
!/D. H. Blackard, and c. B. Blackmon, Blueprint for Public 
Relations , McGraw- Hill Book Company , New York , 1947 , p . l23 . 
records of achievement on the part of the personnel and 
the organization in the interest of the community's welfare . 
Brownelll/contends that the best t ype of demonstration 
or exhibition shows the school (business) in action, the 
way it operates day to day to enrich the lives of its 
students (personnel) and the persons living in the community. 
Speakers .--A person who represents a busines s or 
school should be a good speaker . The audience will not 
listen unl ess the case can be presented clearly and con-
vincingly . 
The American Associat ion for School Administratorsg/ 
sets up some criteria for speech making i n their Twenty-
eighth Yearbook on Public Relations . 
Steps in Making an Effective Speech: 
1 . Determine pl ace and pur poses of speech 
2 . Select and phrase the specific topic 
3. Prepare a preliminary outline of main top ics 
4. Collect content materi a l fro m every available 
source 
5. Or ganize material into a working outline 
1/Clifford Lee Brownell , Leo Gans and Tufie z. u1aroon , 
Public Rel ations in Education, McGraw-Hill Book Company, 
New York, 1955 , p . 222 . 
g/American Association of School Administrators , Public 
Rel ations ror America ' s Schools , Twenty-eighth Yearbook, 
1950 , Washington, D. C., p . 281 . 
6. Prepare the tentative delivery outline 
1. Practice delivery of the speech 
8. N.ake a brief outline for platform use 
9. Deliver the speech before a community group 
10 . Evaluate the speech carefully 
This media can be enriched and become the business or 
school's stronges t asset if the spe akers are willing to 
give time and attention to its strengthening . 
Many communities are organizing Speakers Committees 
because they r e cognize that public speaking has proven 
itself to be a v aluable medium in cementing public relatio~ 
Fitzgerald!lagrees that the action quality of speech spread 
into many r e alms of public relations . 
Alexander and Theiseu~suggest that the points to be 
covered in a speech be outlined and g iven to all speakers 
who intend to speak on the topic . They further suggest 
that all scheduled meetings on the calendar be watched in 
order to secure a place on the program. The public relat-
ions officer should make a point of appearing before the 
executive of the Program Committees of all organizations 
!/Stephen Fitzgerald , Communicating Ideas to the Public , 
Funk and Wagnalls , New York, 19SO, p . 159 . 
2/Carter Alexander and w. w. Theiseu, Publicity Campaigns 
7or Better School Support , World Book Company , Boston, 
1921 , p . 275 . 
in the town where an issue of public interest may be dis -
cussed briefly and the question of placing it on the pro-
gram for some scheduled meeting may be considered. 
Word of Mouth Publicity . --A school or business is ," ••• 
gauged by the public largely from the attitudes, actions , 
and utterances of its personnel ; for they are the organiza-
tion in the public eye . The first job of public relation 
is to give attention to its own house ."!/ 
"Employees must be fully informed about a business or 
school to be effective agen~s in a public relations program. 
They should have detailed information about the company or 
school'! 2/ 
II In tal king shop" to another, if the representative 
of the organization represents himself as honest , profess-
ionally minded , intelligent , and hard working , he will 
g ive a favorable impress i on. However , if the wor kers are 
dissatisfied, complain about inefficiency , extravagance or 
unfitness of superior, the public will sense the fact that 
the administration is unworthy of support . 
The morale of employees must be high if a system is to 
operate most efficiently and effectively . There are many 
1/D. H. Blackard and C. Blackmon , Blueprint for Public 
Relations , McGraw- Hill Book Company, New York , 1947, p .l58 . 
2/J . E. Grinnell and R. s . Young , The School and The 
Community , The Ronald Press Company, New York , 1955, p . 275 . 
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ways in which the administrati on may achieve this g oal . 
The American Association of School Administrators in their 
Thirtieth Yearbook!/devoted to the subject of the Americ an 
School Superintendency , stress the impor tance of the 
Administrator ' s role in building g ood morale among the 
staff . They maintain that the administration should en-
courage empl oyee participation , give credit where due , 
respect an empl oyee ' s opinion and aid in developing a 
mutual respect for each others job . Mutual respect and 
better understanding of one another ' s problems is conduct-
ive to high morale and efficiency . Time and effort must 
be used to acquaint the staff with the responsibilities 
of others . 
Helpful in establishing good word- of-mouth publicity 
is a Code of Ethics . "Thi s should not be a general state-
ment of morality but instead deal with some of the chief 
customs , ideals , d uties , obligations , and information to 
aid members of proper conduct in some friction situations .'gj 
It is inevitable that employees or anyone coming in 
contact with a business or school will carry forth and 
1/American Association of School Administrators , The 
American School Superintendency , Thirti e th YearboOK; 1952 , 
Washington , D. c., p . 279 . 
2/Ward G. Reeder , An Introduction to Public- School Relation~ 
The MacMillan Company , New York, 1953, p . 178. 
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disseminate opinions . ~Vhether these will reflect credit- I 
ably or otherwise depends upon the administration primaril~ 
In their book, Blueprint for Public Relations , Blackard 
and BlackmorJ/wrote , 11 If the system impresses the public 
mind that it is a good company (school) to work for , deal 
with , and invest in, its acceptance by the various segments 
of its public will follow . " 
Community Newspaper .--There is much literature in the 
field of newspapers as to their functioning in a well-
rounded public relations program. The consensus is that 
the newspaper is valuable to a school system and to the 
business concern. Several examples are cited for this . 
Newspapers r each more people , according to Baus ,£/ 
more often than any other medium. Harlan and Scott3/say 
that 90% of the homes in our country are r eached by the 
newspaper. Furthermore its importance is emphasized by 
Reeder~/..,.,hen he says that , "It wields a tremendous force 
as a molder of public opinion--probably a greater force 
than is exercised by any other agency in the world. " These 
1/D. H. Blackard and C. Blackmon, Blueprint for Public 
Relations , McGraw- Hill Book Company, New York, 1947, p. l35 . 
£/Herbert M. Baus, Publicity in Act ion, Har per Brothers, 
New York, 1942, p . 42. 
I 
3/Jean Harlan and Alan Scott , Contemporary Public Relations , ~rentice-Hall Inc ., New York, 1955, p . 42. 
h/ward G. Reeder, Introduction to Public School Relations , 
The MacMillan Company, NeW York, 1937 , p. 33. 
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examples stress its potential value . 
In conjunction with the forgoing views, it is imperat -
ive that the schools use this medium wisely . 
Brownell!lstresses this conditi on when he points out 
concisely that , "There is no excuse for minunderstanding 
the high aims and purposes of the educational program when 
these newspapers can be referred to again and again; and 
can be passed from one person to another . " The program 
should be well planned and organized. 
From the st andpoint of industry, Bausg/contends that 
no other medium can the newspaper for day- by- day build up 
of a program. A publicity campaign maintained through 
newspapers can drive home the point thoroughly, colorfully , 
and to a gr eater number of people than are r eached by other 
media . The versatility of the medium is shown by Harlan 
and Scott3lwhen they point out the wide latitude t he public 
relations worker has in bringing his ideas to the news-
papers . Material can be effectively projected in the form 
of news story, feature story , editorial , human interest 
article , or as art work . 
1/Clifford Lee Brownell, Leo Gans, and Tuffie z. Maroon, 
~ublic Relations in Education, McGraw-Hill Book Company , 
New York, 1955, p . 83 . 
2/Baus, op . cit., p . 169 . 
d/Harlan and Scott , op . cit., p . 43 . 
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As for education, Re eder!ls tates that most papers are 
willing to cooperate with s chool officials in publishing 
school news . He gives a word of caut ion though , that t h e 
newsmen be treated with courtesy , respect , and fairness . 
Students , their neighbors , fri ends , and of course the tax-
payer all want to know what i s happening in their schools . 
Gudridg~gives credit to this fact in pointing out this 
l arge potential reading audience available in a community . 
Gaski e1fsums up by discussing a co~non objective of 
bot h educators and newsmen. It is t o inform the American 
citizen about his schools; thus i nforming him, to interest 
him more deeply; and by interest ing him, to draw him into 
the tremendous task of improving his schools . 
Educational and Industrial Publications . --The use of 
school publications for public relations was highl y regarded 
in the literature reviewed by the writers . By using school 
s ponsored and operated publi cations , a school system can 
devel op an effective public relations program. Such 
publicat ion s as a daily or vreekl y paper , the monthly 
!/Reeder, op . cit . , p . 38 . 
2/Beatrice M. Gudridge , "The Presses are Waiting ," NEA 
J ournal , (December , 1953 ) 42 : p . 46 . 
3/Jack Gaskie , "Bridging the Gap Between Schools and the 
Fress , " School Executive , ( April , 1956) 75 : p . 58 . 
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magazine , the annual yearbook and the handb ook were brought 
out by Reeder.!/ Others bring out other facets in this 
wide field . For example, Bowes~suggested that mimeographed 
booklets be prepared and given to parents . Brownelll/ 
stated that reports and pamphlets did remarkably well . 
Although there is general agreement as to range and effect-
iveness, Dreima~contends that this is one of the media 
that is often overlooked in getting the story told . 
Speaking about industrial publications , Fitzgerald2/ 
points out that , "A good publication opens an avenue of 
communication with the public that can be used in the event 
they must be reached in the solution of a public r el a tions 
problem. " 
Several writers stressed its importance in helping to 
unite workers in the plant. Both Baus21and Curtisl/felt 
that the esprit de corps could be stimulated better in an 
!/Reeder, op. cit. , p . 58 . 
£/Elmer G. Bowes, "Welcome to our Parents ' Ni ght , " School 
Executive, ( November , 1955) 75: p . 47 . 
2/Brownell, Gans, and Maroon , op . cit ., p . 87 . 
~/David Dreiman, How to Get Better Schools , Harper Brothers , 
New York, 1956 , p . 142. 
2/Stephen E. Fitzgerald, Communicating Ideas to the Public , 
Funk and Wagnalls , New York , 1950, p . 55 . 
§/Baus , op . cit ., p . 55. 
7/Alice R. Curtis , Is Your Publicity Showing, International 
¥extbook Company, Great Britain an~Scranton , 1949, p . 72. 
organization . An important fact noted was that the 
articles for publications be of interest to all . 
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Another feature of the plant publication, which was 
noted by Fitzgeral~/was its ability to carry its message 
beyond the immediate employe es . As mentioned before , the 
articles would be well circulated if they were well edited. 
Radio and Television.--Writing about the c omparatively 
new media of r adio and televi sion, BrownellSfstates that , 
" These two means of communication represent the g r eatest 
technical advances f or public relati ons since the invention 
of the printing press . " Furthermore, he 3/includes a list 
of suggestive methods wh ich are effec tive in s potlighting 
s pecific progr ams . 
1 . The newscast 
2 . Discussion programs- - inte rviews 
3. Quiz programs 
4. Spot broadcast of special events 
5. Dramatic prog rams 
Both Curtis~and Fitzgerald2/have high regard for the 
1/Fitzgerald, op . cit ., p . 54. 
2/Brownell , Gans , and Maroon, op . cit ., p . 205 . 
1/Brownell, Gans, and Maroon , Ibid., p . 205 . 
~/Curtis , op . cit . , p . 80 . 
2/Fitzgerald, op . cit ., p . 44. 
radio . They feel it is excellent in its ability to r each 
the masses and its flexibility in permitting the public 
relations officer to translate his message with the aid of 
sound, voice , and music . Baus!lcredits this acceptance of 
the radio to its universal ear appeal. 
The medium of television for public relations is in 
the experimentive stage . Many difficulties must first be 
worked out before this medium can be used on a wide scale 
basis. 
An interesting program focusing on school matters is 
currently being conducted in Pittsburgh, Pennsylvania . 
There, once a week, according to McGrath~a program is 
presented over television which might r ange from a univers~ 
subject such as the teaching of music, to a specialized 
farm activity such as shearin3 sheep . This public relation 
program has had favorable results . Similar programs in 
other communities have been neglected because rnany school 
budgets do not provide sufficient funds for the use of 
television. Harlan and Scott1/feel this is a definite 
handicap to the public relations man and hope for some 
!/Baus, op . cit . , p . 72 . 
SfJohn McGrath, "Two Teachers Per Classroom, " School 
Executive , (July, 1956) 58 : p . 36 . 
1/Harlan and Scott, op . cit . , p . 45. 
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improvement . They however note that some free use of 
television can be obtained and used effectively . Holding 
an even more optimistic view is Baus1/when he predicts 
that television will be the most sought after publicity 
media of them all . 
In summary we conclude that t hese media are effective 
and have vast listening and viewing audiences . The 
effectiveness depends on the interest of the program and 
the manner of presentation. 
Parent-Teachers Association.--Robert Anderson~ 
expresses several important ideas about the P. T. A.' s 
"P . T. A.' s and educators need each other . 
Mutual aid rather than peaceful coexistence should 
mark relations between P. T. A. and administrations . 
Both parents and teachers can acquire through 
P. T. A. programs on study groups , lectures, and 
discussions a better understanding of how children 
develop . 
The P . T . A. also furnishes a way for the parents 
to participate in school projects and activities . 
They can promote needed services for t he students . 
It gives the opportunity for constructive criticism 
of the schools , and giving advise to the school 
board and administration . Through its educational 
influence on its medium and on the community, the 
P. T. A. promotes intelligent voting in the local 
election on how the tax dollars will be spent on 
the children." 
1/Baus, op . cit ., p . 73 . 
2/Robert Anderson, np . T. A. and Educators Need Each Other," 
School Executive , (July, 1955) 58 : p . 54. 
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Fully realizing the necessity for a cooperative 
attitude be t ween the school and home is evident in the tone 
of Brownell's!lwriting when he says : 
"Each person in each school should use every 
opportunity to develop the parent 's understanding 
and personal knowledge of the educational program. 
Vfhen parents know and understand the school pro-
gram, there is less opposition to progress and 
less interference with existing or contemplated 
procedures . " 
Both Hiller5/and Warrinerlihold similar views and 
conclude that greater benefits will be derived from this 
cooperative participation between schools and public . 
Evaluation of r.fedia and Technics . --Each atte.npt in a 
public relations program should be analyzed and evaluated 
in terms of its strength and weakness and results achieved. 
Often the first trail of a particular medium may not be 
successful, however , rather than abandon it , it may be 
refined and perfected based on previous experi ences . 
Variety in approach in p Jblic relations is v i tal . 
Even within a medium the presenta t ion may be varied in 
style and point of view to keep its effectiveness . 
1/Brownell, Gans and rftaroon , op . cit ., p . 29 . 
2/0la B. Hiller, "!<'lint's Community Schools , 11 School 
Executive , ( November, 1955) 75: p . 43 . 
1/Cornelia Warr iner, "The Laymen and His Contributions to 
Our Schools ," School Executive, {April , 1956) 75 : p . 62 . 
In conclusion, the American Association for School 
Administrators!! adds : 
"The degree of success ach ieved in the use 
of various technic s will depend, in large me asure , 
on t he extent to which all individuals and groups 
recognize and accept thGir responsibility for the 
program. " 
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!/American Association of School Administrators , Public 
Relations for America 's Schools, Twenty- eight h Yearbook , 
1950, Washington, D. c., p . 3o5 . 
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CHAPTER III 
PROCEDURE 
Scope and Justification. - - The purpose of this study is 
to present a comparison of public relations programs and 
policies of industries and public schools in the state of 
Massachusetts . This study will show areas of similarities 
and differences between schools and industries in the 
handling of their public relations programs . 
Four specific areas were considered in the survey of 
public relations in the schools and industries in the 
state of Massachusetts . They included staff morale, 
public relations officer, budget, and media used. 
One of the major elements of a sound public relations 
program is that of high staff morale . Personnel adminis-
tration and employee relation programs are essentially 
concerned with the pro~ot ion of harmony and cooperation. 1/ 
Such a program could not function without careful selection 
of effective media and adequate budget appropriations .~ 
!/Richard P. Calhoon, op . cit . , p . 9. 
~American Association of School Administrators, op . cit . , 
p . 276 . 
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Nature of instrument used .--An inquiry of the four 
above areas was made . The method of approach was mainly 
that of a check list or questionnaire . For information 
regarding public relations officers and budget a question-
naire was constructed with emphasis on responses of yes 
or no and filling in. Data on media and staff morale w&s 
collected from lists of seperate items checked if presently 
in effect in the particuler school or business answering . 
In addition the check list on media attempted numerical 
evaluation of the items checked . 
Random sampling for businesses .--The number of em-
ployees in businesses listed in the Massachusetts r.,anu-
facturers Directory , determined the random sampling made . 
The selection was made on the basis of divisions in the 
following table , for example of the 2,965 industries 
listed as group A employing 8 to 24 persons the name of 
every 70 business was chosen. The total number of letters 
sent to industries in group A therefore, was 42. This 
method of selectlon was continued for the remaining five 
groups . 
Table 1 . Sampling of Businesses in the State of 
Massachusetts 
Number of Number of Fr equency 
Employees Businesses 
(l} ( 2} (j) 
A. 8 to 24 2965 bOth 
B. 25 to 99 2547 Oth 
c. 100 to 249 740 60th 
D. 250 to 499 309 20th 
E. .500 to 999 160 20th 
F. 1000 or over 77~l lOth Total 
55 
Numbe r 
Chosen 
( 4-) 
42 
41 
12 
12 
8 
5 
1~ 
Random sampling for schools . --The Massachusetts 
Department of Education supplied the data needed for the 
selection of schools . Of the 260 school departments listed 
130 were cont acted . The departments were found under the 
headings of towns, cities , and unions . Alternate names 
were taken in each group , for example of the 163 listed 
under towns 82 were contacted. 
Table 2 . School ~epartments listed in the State of 
Massachusetts 
Classification Number Number 
Listed Chosen 
11-J (2) (j) 
Towns 163 82 
Cities ~6 18 Unions 30 
Total 260 Total 130 
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Returns.--A period of three weeks was allowed for the 
responses . Of the 130 letters sent to schools, 71 or 55 
percent were returned. In b~siness only 26 percent or 46 
of the 120 letters sent were r eturned. The data collected 
from the returns were converted to percentages and recorded 
in table form. A comparison of responses was finally made . 
Forms sent .--Copies of the letters sent are here 
Inserted. 
Gentlemen : 
The enclosed questionnaire is sent to your 
company, a private business , in connection with a 
survey being conducted in partial fulfillment of 
the requirements fo r the degree of ~aster of 
Education at Boston University. 
Our aim is to make a survey of the public 
relations practices of businesses in Massachusetts, 
persons responsible , media used, and expenditures 
involved. 
Will you help us by answering this question-
naire? There is to be no comparison of one city 
with another so no names , businesses , or cities 
are to be mentioned in our thesis . 
May we have your answer by February 10. 
We thank you for your co - operation. 
Sincerely yours, 
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STAPF MORALE 
Please check the physical facilities that promote 
better working conditions in your plant . 
Adequate work space 
-----Satisfactory li ~ hting 
Safe working area 
-----A conference room 
A rest room 
---A recording machine 
-----A lunch room 
A first aid room ----~Air conditioning 
Check the financial benefits offered by your plant. 
Blue Cros s Blue Shield 
----Social Security 
Sick benefits 
-----Retirement benefits 
----
Classes sponsored for advancement of employees 
Check the policies included in your plant which guide 
or support the employee . 
• 
Printed work schedule 
---
---
Pamphlets of plant policies issued to employees 
_____ A getting- acquainted program for new employees 
A grievance committ ee to aid employees 
----Plant outings or picnics 
Yes No 
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PUBLIC RELATIONS OFFICER 
1 . Do you employ a full - time public relations 
director? 
2 . If your answer to question 1 was ~' would 
you indicate the salary range of this 
position. (Check one) 
---
~4 , 000-4, 999 
_ _ )5 , 000- 5 , 999 
---
iil6 , ooo- 6,999 
__ :;J>7 , 000- 7 , 999 
---
,p8 , 000- or above 
Male Female 
3. Indicate the sex of the person in charge . 
4. Indicate the age of the person in charge . 
Yes_ No _ _ 5. 
Yes No 6. 
Ye s __ N o __ 7 . 
__ 25-34 
__ 35- 44 
_ _ 45-54 
55 or over 
- - -
Do you require any special training or 
Preparation of a person applying for this 
position? 
Do you require any previous practical public 
relations work experience of a person 
applying f or this position? 
If your answer to question 1 was no , who is 
responsible for public relations policy in 
your organization? 
Write in position of person in charge . 
6o 
PUBLIC RELATIONS OFFICER-CONTIN~ED 
Yes No 8. 
Yes ___ No ___ 9. 
Does the person responsible for public 
relations receive any stipend for this 
work in addition to his regular salary? 
If you do not now have a public relations 
person, would you favor the establishment of 
such a position? 
Yes No 10. Would you favor training people for such 
specialized work in business schools and 
universities? 
Yes No 
$ 
$ 
BUDGET 
1 . Do you have a special budget for public 
relations? 
2 . If you have no special public relations 
budget, check the means below by Which 
you finance public r elations ac tivities . 
Subscriptions 
Donations 
General Funds 
Advertising 
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3. What is the total budget for your business? 
4. What is the total budge t for public relation~ 
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MEJIA 
Place a check mark (v) in Column A beside all media 
listed below which are used for public relations purposes 
in your business . 
Evaluate in Column B the effectiveness of each medium 
by use of the following numerals : 
(3) If the medium is excellent 
(2) If the medium is good 
( 1) If the medium is fair 
(O) If the medium is poor 
A B 1 . Community A B 8. Employee sponsored 
DO newspaper DO dramati c or musical production 
DO 2 . Privately for workers and operated general public publications 
no DO 9- Word of mouth J . Handbook publicity by 
0 04· "open House" employees 
DO lO . Professional DO 5. Visual aids- posters and slides, films , advertisements exhibits 
DO DD 
ll. Radio programs 6. Speaker ' s 
committees DO 12. T. V. Programs 
DD 7. American Business Week observance 
List any other public relations media you feel are 
important . 
1 . 
2 . 
Dear Sir : 
The enclosed questionnaire is sent to you, a 
public school superintendent , in connection with a 
s urvey being conducted in partial fulfillment of 
the requirements for the degree of Master of 
Education at Boston University . 
Our aim is to make a survey of the public 
relations practices of school systems in 
Massachusetts , persons responsible , media used , 
and expenditures involved. 
Will you help us by answering this questionnaire? 
There is to be no comparison of one city with another 
so no names , schools , or cities are to be mentioned 
in our thesis . 
May we have your answer by February 10 . 
We thank you for your co- operation. 
Sincerely yours , 
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Staff Morale 
Please check the physical facilities for successful 
teaching listed below that your school system provides . 
Space (900- 1000 square feet for 25 or 30 children) 
----~Movable furniture 
At tractive room colors 
-----
_____ Satisfactory lighting 
Ar ea specificall y designated for conferences 
---
____ Good lavatory facilities 
Safe play area 
--- - A faculty r oom 
Adequate teaching equipment--books , pencils , etc . 
---~Machines , Di t to , etc . 
_____ Visual Aids , projector, gl obe , etc . 
Chec k the financial benefits offered by your school 
system. 
Blue Cross 
----Social Security 
Sick benefits 
----~Yearly increments in salary 
Retirement benefits 
----· Salary increase with advanced degree 
-----Payment of graduate course t aken by staff 
Check the policies included in your school system which 
guide or assist the teaching staff . 
____ Printed course of study 
----
Phamphlets of school policies issued to parents 
____ A getting- acquainted program for new teachers 
_____ Adequate consultant help 
Yes No 
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PUBLIC RELATIONS OFFICER 
1 . Do you have a public relations officer in 
your school system? 
2 . If your answer to question 1 was ~, 
indicate the salary of his position. 
(Check one) 
--~3 ' 000- 3, 999 
__ $4, 000- l-t , 999 
_ _ $5 , 000- 5' 999 
- - -
'$6 , 000-6, 999 
- - -
~7 , 000-7 , 999 
---
~8 , 000 or over 
Mal e Female 
Yes 
3. Indicate the sex of the person responsible . 
4. Indicate the age of the person responsible . 
No_ 5 . 
__ 25- 34 
_ _ 35-44 
_ _ 45- 51+ 
55 or ove r 
- --
Do you require any special training in public 
relations wor k for the person responsible? 
6. If your answer to question 1 was no , indicate 
who is responsible for public relations 
policy in your system. (Check one) 
____ Superintendent 
_____ Assi s tant Superintendent 
____ Individual Principals 
Assistant Principals 
- ---
PUBLIC RELATIONS OFFICER-CONTINUED 
Yes No_7. 
Supervisors 
---
Consultants 
---
Teachers 
---
Does the person r esponsible for public 
relations policy receive any stipend for 
this work in addition to regular salary? 
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Yes No 8. Do you require any previous experience in 
public relations work for the person 
responsible? 
Yes __ No_9. Would you be in favor of establishing such 
a position in your system? 
Yes No 10. Would you be in favor of training people 
for such specialized work in teachers' 
colleges and universities? 
Yes No 
BUDGET 
1 . Do you have a special budge t for public 
relations? 
2 . If you have no special public relations 
budget , check the means below by which you 
financ e public relations activities . 
- - -
Subscriptions 
Donations 
- --
General Funds 
- - -
Advertising 
---
S 3. What is your total budget fo r the school 
----- system? 
1p _ ______ 4. What is the per pupil cost of education in 
your community? 
$ __________ 5. What is the total budge t for public relation s? 
68 I' 
Medi a 
Place a check mark (vi in Column A beside all media 
listed below which ar e used for public r e lations purposes 
in your school system. 
Evaluate in Column B the effectiveness of each medium 
by use of the following numerals: 
(3) If the medium is excellent 
{ 2) If the medium is good 
(1) If the medium is fair 
(0) If the medium is poor 
A B 1 . Community A B 9· Dramatic product-
D D newspapers DO ions and musicals for the public 
0 D 2 . School publications DD lO . Word of mouth publicity by nn 3 . Handbooks dealing teachers with school aims 
D 04· DO ll . Word of mouth " Open House" publicity by students 
D 0 5. Visual aids-slides, films, exhibits DO 12. Posters and advertisements 0 0 6. Speaker ' s Committees DO 13. School sponsor ed 0 0 radio programs 7. P. T. A. DO 14. School sponsored DO 8. American Education T. V. programs Week observance 
List any other public relations media you feel are 
important . 
1 . 
2 . 
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CHAPTER IV 
ANALYSIS OF DATA 
The purpose of this study i s to present a comparison 
of public relations programs and policies of industries 
and public schools . This study will show areas of 
similarities and differences between schools and industries 
in the handling of their public relations programs . 
The data was analyzed to determine the relative 
emphasis placed on various aspects of the public relations 
program by public schools and by businesses . Four general 
areas were ex amined; staff morale , public relations 
director, financing of the program and media used. 
Table 3 . Summary of Replies as to School Staff ... ~orale 
Phys ical Facilities 
Facilities Number Percent 
( 1 ) ( 2 ) ( J) 
Adequat e space ••••••••••••••••••••••• l6 75 Movabl e furnit ure ..••.....••••.•••.•• ~4 Attractive r oom colors ••••••••••••••• ~l Sat i sfactory l i ghting •••••••••••••••• 93 
Ar ea for conferences ••••••••••••••••• 6~ 55 Good l avatory facilitie s ••••••••••••• 90 
Safe pl ay area ••••••••••••••••••••••• 63 89 
A facul ty room •••••••••••••••.••••••• 66 93 
Adequate teaching equipment •••••••••• 70 99 
Machines , Di t t o , etc •.•••••.••••••••• 70 99 
Visual Aids , Pr ojectors , globe , etc •• 70 99 
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Fr om replies received it would appear that only two 
areas in the school ' s physical pl ant were inadequate , 
namely , working space and conference rooms . All other 
areas were considered satisfactory for use . 
Table 4. Summary of Replies as to Business Staff .t.\1orale 
Physical Facilities 
Facili t ies Number Percent 
( 1 ) l C.) ( 3) 
Adequate work space •••• •••••••••••••• 36 78 
Satisfact ory lighting •••••••••••••••• 36 78 
Safe work are a . .••.•.•.••.•• . ..••.••• 38 83 
A conference room • . • .•.••.•... . ••..•• 
26 
20 
A rest room . .•..•••.....•.•.•..•.•. . • 54 
A recording machine •. ..............•• 7 15 
A lunch room . •••...•.....•.........•• 12 26 
A first aid room • ••••••..••..•...•••• 28 61 
Air conditioning ••••••••.••.••••••••• 12 26 
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According to the tabulation above ind~stries generally 
considered their working space adequate and safe and t heir 
ligh ting satisfactory . More than half also checked as 
having available rest rooms and first aid rooms . Other 
conveniences such as a lunch room, recording machines , air 
conditioning and a conference room were furnished by only 
a very few. 
Comparison.--Referring to the information in Tables 
3 and 4 working areas in both schools and industries 
evidently seemed satisfactory. Schools , however , in most 
cases, seemed far better equipped than industries in rest 
and recreation areas . Even in the matter of conference 
rooms recorded as l east available in schools , the percentage 
reported by industrie s was only about one half that of 
schools . 
Table 5. Summary of Replies as to School Staff Morale 
Financial Benefits 
Benefits Number Percent 
(1) {2) {3) 
Blue Cross . • . •...•. . .•...........•... 52 72 
Social Security . ..................... 
66 4 Sick Benefits ••••••••••••••.••••••••• 93 
Yearly increments in salary .......... 70 99 
Retirement benefits .... .............. 62 87 
Salary increase with advanced degree . 69 93 
Payment of graduate courses taken by 
staf'f ..........•.•................... 18 2.5 
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It was interesting to find that in all but two areas 
of financial benefits listed , 72 percent and more of the 
schools replying reported favorably . Blue Cross is pro-
vided by 72 percent; retirement benefits by 87 percent ; 
sick benefits and increased salary for advanced de~ree by 
93 percent ; and a record 99 percent for yearly increments 
in salary . In marked contrast were a 25 percent response 
of payment of graduate courses taken by staff and the even 
greater one of 4 percent for social security . 
Table 6. Summary of Replies as to Business Staff Morale 
Financial Benefits 
Benefits Number Percent 
( 1) 
.J.E.) l j) 
Blue Cross •.......................... 33 72 
Social Security . . . . . . .. .............. 35 l~ Sick Benefits ...... .. . . .............. 30 
Retirement benefits • • ••.•. • .•••.••••• 14 30 
Classes sponsored for the advancement 
of employees •..••....... . . ..........• 3 7 
Industry reported favorably in three areas of financial 
benefits : 72 percent offered Blue Cross; 76 percent social 
"' 
security; and 65 percent sick benefits . Only 30 percent 
response was recorded for retirement benefits . Receiving 
the least financial support with a 7 percent favorable 
reply was the category, classes sponsored for the advance-
ment of employees . 
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Comparison. - - Except for an identical response of 72 
percent for Blue Cross , a study of Tables 3 and 4 shows 
noticeable differences between the responses from schools 
and industries . There is for example a 74 percent increase 
in industry ' s payment of social security as contrasted with 
that of schools . Schools, however, reciprocate with 
increased payment of 18 percent , 28 percent , and 57 percent 
for courses of study , sickness , and retirement, respectively, 
above that of industry . 
Table 7. Summary of Replies as to School Staff Morale 
School Policies 
Policies Number Percent 
{1) {2) U) 
Printed course of study • •• • ••• 45 63 
Pamphlets of school policies 
40 56 issued to teachers •••• • • • ••.•• 
A getting-acquainted program 
43 61 for new teachers •••••••••••••• 
Adequate consultant help •••••• 42 6o 
The above table clearly shows that more than half 
of the replies from/schools indicated that help was being 
provided for teachers in their understanding of school 
policy . It will be noted that the written forms of policy 
pamphlets are less frequently issued than courses of study. 
Replies also showed that getting-acquainted programs and 
consultant help get equal ewphasis . 
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Table 8. Summary of Replies as to Business Staff Morale 
Business Policies 
Policies Number Percent 
( 1.) l~J l j) 
Printed work schedule . ............... 7 15 
Pamphlets of plant policie s issued 
to employees . . ...... . ........ . ....... 9 20 
A getting- acquainted program for new 
employees . ........................... 4 9 
A grievance committee to aid 
employees .•.... ...... .... . ..........• 17 37 
Plant outings or picnics ••.•••..•..•• 19 41 
Table 8 indicates that littl e or no stress is placed 
on pol i cies . Excepting in the cases of grievance and 
• plant outings which receive attention from a little less 
than half the industries r eplying . It will be noted also 
that a getting- acquainted progr am for new employees is 
least considered with only a 9 percent total of replies . 
Comparison.--In the co~parison of Table 7 and 8 
schools pl ace greater emphasi s on policies than do 
industries . The gr eatest difference , 59 percent lies in 
the factor of a getting-acquainted program. Written polic -
ies are proportionatly less in industries than in schools 
with a 2 . 8 to 1 ratio for pamphlets and a 4.2 to 1 ratio 
in the work schedule . 
Table 9. Comparison of Full Time Public Relations 
Directors in Businesses and in Schools 
Businesses Schools 
(l) 
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Salary •••••.. 8ooo or above Salary ••••••• 8ooo or above 
Sex ................... r,~ale 
Age • •••••••••.••••••• 45-54 
Specialized training ••• Yes 
Previous experience .••• Yes 
Sex . ........•......... Male 
Age • •••••••••••••••• -45-5}+ 
Specialized training ••• Yes 
Previous experience •••• Yes 
Of a total of 46 business firms in Massachusetts 
responding only one business firm employed a full time 
director of public relations . Of a total of 71 school 
systems in massachusetts responding only one school 
system employed a full time director of public relations . 
Both businesses and schools required specialized and 
previous practical experience of their candidates . Both 
directors are men with the school public r elations director 
being somewhat the younger of t he two . Both the school 
system and the b ~tsiness reported a salary for the position 
of over 8000 dollars per year . 
Table 10. Responsibility for Public Relations in a School 
System When not Designated as a Special ..Position 
Position Number Percent 
(l) 1?J ( 3) 
Superintendent ••••••••••.••• .51 40 
Principal ••••••••••••••••.•• 2.5 20 
Teachers .... ................ 10 7 
Supervisors ••••••••••••••••• 9 b Assistant Superintendent •••• 7 
Assistant Principal •••.••••• 4 3 
Consultants ••••.••..•••.•••• 3 2 
No answer ..................• 17 13 
The responsibility fo r public relations policy when 
not designated falls mos t often to the superintendent . 
Quite a number of school systems mentioned the individual 
building principals and the teachers as being responsible, 
wholly or partially, for public relations policy . The large 
number of responses indicated in the Table is due to over-
lapping of responses on many of the questionnaires . That 
is to say, some of the systems reporting indicated more 
than one person as being responsible for public relations 
policy . 
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Table 11 . Responsibility for Public Relations in a 
Business Firm Vihen not Designated as a Special 
Position 
Position Number Percent 
Jl:l ( 2) { 3) 
President ••••••••••••••• 12 26 
Sales Manager ••••..••••• 5 11 
Personnel Director •••••• 3 7 
General wanager ••••••••• 2 tt Vice President •.•••.•.•• 2 
Advertising Manager ••••• 2 tt Owner . ......•..•.....••• 2 
Plant Manager ••••.•••••• 2 4 
Office Manager •••••••••• 1 2 
No one responsible •••••• 5 11 
No answer ••••••••••••••• 10 22 
The responsibility for public relations policy when 
not de signated as a special positi on f alls most often to 
t he pr esident of the fi r m. Otherwis e , r esponsibility was 
quite thoroughly scattered among t he supervisory personnel 
of the v arious busines s e s indi cating , for bette r or worse , 
a lack of consistency in cent ering r es ponsibility t h r ough-
out industry . 
Comparison . - - The supe rintenden t of schools and the 
president of the firm seem to be somewhat comparable as 
public relations l eaders . In both businesses and school 
systems , the position of public r elations director s eems 
to be a part time job . Responsibility is somewha t more 
c entered in schools than in busine s s es . 
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Table 12. Comparison of the Attitudes of Schools and 
Businesses Toward the Future Establishment 
of a position of Full Time Director of 
Public Relations 
Businesses Schools 
Question Yes No No Ans Yes No No 
(1) { .: ) (3 
1. would you favor 
establishment of a 
position of full 
time public relat-
4 ions director? 37 5 13 39 19 
2. Would you favor 
the training of 
public relations 
specialists at 
the college level? 28 7 11 34 19 18 
An 
In reply to the first question concerning establish-
ment of the position of director of public relations both 
businesses and schools showed a majority opposed to the 
s 
establishment of such a position. However , in reply to the 
second question, concerning future training of people, both 
businesses and schools showed a majority favoring such 
training . This might indicate a certain dissatisfaction 
with pres ent t~aining and preparation of candidates for 
such positions, or perhaps a recognition of the relative 
newness of public r elations as a profession. 
Table 13 . Replies as to Special Budget for School 
Public Relations 
Type 
~o Special Budget ••••• 
Use General Funds •••.• 
Use Advertising ••••••• 
Percent 
100 
42 
2 
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Table 13 shows that there was no s pecial budget pro-
vided for school public relations . To finance public 
relations ventures 42 percent used general funds and 
2 percent used advertising . This would seem to indicate 
then that 56 percent did not receive funds for public 
relations from any source . 
Table 14 . Comparison of Total School Budget with Cost 
of ~ublic Relations 
Type Range Mean 
t l)_ { 2) lJl 
Total School •••••••••• $113,500 . 00-- ~14, 056 ,750 . 0 
-:p28, ooo , ooo . oo 
Per Pupil ••••••.•••••• 1139 . 21- -:- ~407 . 00 $273.11 
Total Publ ic Relations ~100 . 00- ~2 , 000 . 00 ~$1' 050 . 00 
. 
At the lower extreme, some schools are spending less 
money for public r elations then t hey are on one studen t . 
Even in the highest amount expended for public r el ations , 
the amount is very small in comparison with the budget . 
0 
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Table 15. Replies as to Special Budget for Business 
Public Relations 
Type 
( 1) 
No Special Budget ••••••••• 
Use General Funds ••••••••• 
Use Advertising •••.• ••• ••• 
Use Subscriptions •••••• • •• 
Use Donations ••••••••••••• 
Percent 
~6 
35 15 
30 
Although 93 percent of businesses did not have a 
special publi c r elations budget , many of th em did use 
other means to finance t heir public relat i ons . Some used 
only one while others used several . Thirty-five percent 
used advertising , next in usage were donations , 30 percent . 
The least used was subscriptions which was only 15 percent . 
Table 16 . Comparison of Total Business Budget with Cost 
of Public Relations 
Type Range Me an 
{1) { ~) l_ll 
Total Business •••••••. l50 , 000 . 00-- $12,525,000.0 
25,000,000 . 00 
Total Public Relations . $1,000. 00-- $ 3 , 500 . 00 $6 ,ooo. oo 
The mean for the total budget for schools is higher 
then that of business . However , business shows a larger 
allocation for public relations than schools . 
0 
Table 17 . Summary of School Replies as to Media Used 
in Public Relations 
Type Evaluation Total 
Excel-
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lent Good Fair Poor Number Percent 
J 1) (~) Ul ru 121 1_21 j_lJ 
Community 
35 26 8 Newspaper ••••••• 2 71 100 
School 
Publications •••• 20 29 11+ 3 66 6f Handbook •• • ••••• 15 21 7 0 t3 Open House •••••• 37 27 ~ 0 4~ 97 Visual Aids ••••• 15 21 0 59 
Speaker 's 
Committees •••••• 5 8 5 0 18 25 
P. T. A.' s .•..•.•• 26 31 10 1 68 96 
American 
Education Week •• 28 28 10 1 67 94 
Dramatic 
Productions ••••• 23 27 10 0 6o 85 
Word of Mouth 
Publicity by 
14 16 54 76 Teachers •••••••• 22 2 
Word of Mouth 
Publicity by 
14 2~ ~~ 69 Students •••••••• 11 0 Posters ••••••••• 2 15 3 39 
School Radio 
Programs •••••••• 0 1~ 5 0 20 28 School T. v . .... 1 1 1 7 10 
The table indicates that the community newspaper, 
open house, P. T. A., American Educ ation Business Week, 
and school publications rank in order as the medi a most 
used to publici ze the educational program. 
-
Speaker 's committees and t he radio r anked close to t he 
bottom as the least used media. The medium of television 
ranked l as t with a percentage of 10. 
Table 18. Summary of Business Replies as to Media used 
in Public Relations 
Type Evaluation Total 
!Excel-
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. lent Good Fair Poor Number Percent 
( 1) (2) l3) ( 4) ( 5) ( b_) ( 7) 
Community 
Newspaper •••••••• 6 8 4 0 18 39 
Private 
Publications ••••• 6 7 2 0 15 33 
Open House ••••••• 3 3 1 0 7 15 
Visual Aids • • •••• 1 1 3 0 5 11 
Speaker's 
Committees ••••••• 0 2 1 0 3 7 
American 
Business Week •••• 0 0 1 1 2 4 
Dramatic 
Productions • • •••• 0 1 1 1 
' 
7 
Handbook •••••• • •• 2 2 0 0 9 
Word of Mouth 
Publicity ••••••• • 7 6 1 0 11 24 Posters •••••••••• 0 3 0 ~ 20 Radio ••••••••.••• 0 2 2 0 9 
Television •• •.• •• 2 0 1 0 3 7 
The table indicates the co~~unity newspaper and the 
private publication as the most commonly used media . The 
observance of American Business Week ranked lowest with a 
percent of 4. Of the 47 returned questionnaires, 15 did 
not indicate any preference or use of any specific medium. 
Comparison. --The two tables show that the community 
newspaper is used more often to publicize the program of 
the school and the business concern . Television, as a 
publicity media for schools, ranked last and also ranked 
close to bottom for industry . The radio was close to bottom 
CHAPTER V 
SUMMARY AND CONCLUSIONS 
I 
I 
- --h--
CHAPTER V 
SID~RY AND CONCLUSIONS 
The purpose of this study is to present a comparison 
of public relations programs and policies of industry and 
public schools . The study will show areas of similarities 
and dif ferences between schools and industry in the h andling 
of t heir public relations programs . The four general areas 
which are under study are ; staff morale , the public 
relations director , media of public relat ions and the 
financing of public relations . 
To present a proper comparison the writers felt that 
certain specific questions should be answered by the study. 
With the foregoing in mind, the data were analyzed to 
determine : 
1 . How do schools and industry compare as to physical 
plant , including working space and conference 
rooms? 
2 . What fringe benefits are offered to employees by 
industry? 
3. What fringe benefits are offered to employees by 
schools? 
4. How do schools and businesses compare in t heir 
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program of providing printed policies for their 
employees? 
5. How many schools and businesses employ a full time 
director of public relations and what a r e some of 
the qualifications for the position? 
6. Where does the responsibility for public relations 
in businesses and schools fall when not designated 
as a special position? 
7. What is the atitude of schools and businesses 
toward the future establishment of a position of 
full time director of public relations? 
8. What is the attitude of schools and businesses 
toward the training of p ersonnel for such a 
position? 
9. How is the public relations program financed in 
schools and in industry? 
10. What portion of the total budget is allocated for 
public relations? 
11 . What types of media are most frequently used in 
schools and in industry for public relations work? 
12 . Vihat types of media are l east used in schools and 
in industry for public relations work? 
85 
1 . Conclusions 
Conclusions Related to the Public Relations Program 
of the Schools .- -
1 . Two areas in the school plant were inadequate, 
conference rooms and working space . The latter 
would no doubt be due to the present overcrowed 
conditions of many schools . Otherwise , schools 
reported the physical plant as being adequate . 
2 . The two benefits most often ignored were social 
security benefits and payment for graduate courses 
taken by staff members . Lack of the former 
benefit is more than off set by the state pension 
system. 
3. Schools were strong in their programs of providing 
help for teachers in understanding school policies 
including the use of handbooks and orientation 
periods . 
4. Only one school system out of 71 reported a full 
time director of p~blic relations . 
5. The one school system reporting a full time 
director of public relat ions required special 
training and previous practical experience for the 
position. 
6. Responsibility for public relations when not 
designated as a special position falls most often 
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to the superintendent . To a certain extent 
building principals and teachers share some of the 
responsibility . 
7. The majority of school systems opposed the 
establishment of a position of full time director 
of public relations , at least at the pre sent time . 
8. There was no special budget for public relations 
in most systems. 
9. The money that was spent was taken from the 
general funds or raised by advertising . 
10 . The majority of school systems r eporting are 
spending l ess for public relations than t he per 
pupil cost of general education. 
11 . The newspaper was the most commonly used medium 
of public relations . Open house , P . T. A., 
American Education Week and school publications 
ranked next respectively as the media most often 
used . 
12 . Speakers committees , radio and television ranked, 
in order of importance , at the bottom of the list 
as media . 
Conclusions Related to the Public Relations Program 
of Industry . --
1 . Businesses rated low in these aspects of the 
physical plant which contribute to good staff 
morale . 
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2. The least considered aspect of staff morale was 
the "getting acquainted" program for new employees . 
3. Receiving the least financial support was the 
category ; classes sponsored for the advancement 
of employees . 
4. Businesses were weak in their progr~~ of providing 
help for employees in understanding company 
policies . 
5. Only one business of the 46 reporting had a full 
time public relations d irector. 
6. The one business reporting a full time director 
of public relations required special training and 
previous practical experience f or the position. 
7. Responsibility for public relations when not 
designated as a special position falls most often 
to the president of the firm . Otherwise , it is 
thoroughly scattered among many different type s 
of supervisory personnel . 
8. The majority of businesses opposed the establish-
ment of a position of full time director of public 
relations, at least at the present time . However , 
a ma jority did favor the training of personnel 
for such a position. 
9. Only a few businesses reported a special budget 
for public r e lations . 
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10. Public relations work was financed with money 
obta ined by advertising , subscriptions , dona tions 
and from the general fund . 
11 . The public relations budget for businesses is 
very small in comparison with t heir total budget . 
12 . The public press and plant publica tions were t h e 
most commonly used me dia . The medium of American 
Business Week was the l east used in public relation. 
Conclusions Rel ated to a Comparison of the Public 
Relations Prog rams of the Businesses and Schools Reporting 
in the Study. - -
1 . Schools seemed far better equipped than industries 
in all physical facilities t hat contribut e to 
good public r el a tions through bette r staff morale . 
The writers feel that it is necessary to point out 
in connection with this conclusi on that many of 
the businesses reporting wer e s mall a nd medium 
sized businesses with 500 employees or l es s . 
Many of thes e firms do not feel that it is 
necessary to provide some of t hese facilities as 
indicated by t heir comments written in on many of 
t h e questionnaires . The fine phy sical facilities 
for which industry has become famous in recent 
y ears are evidently f ound, for the most part , in 
the larger org anizations . 
2 . Business does not offer as many fringe benefits 
to employees as do the schools . This would be 
somewhat offset by the superior wages and salaries 
found in most industries . 
3. Schools place greater emphasis on acquainting 
t heir personnel with policies than does business . 
4. Requirements for the posi t ion of full time 
director of public relations were quite similar 
in the one business and the one sch ool system 
reporting such a position. 
5. The superintendent of schools and the president 
of the company were roughly comparable as public 
relations l eaders in the absense of a full time 
director . 
6. Both businesses and schools op posed the establish-
ment of a position of full time dir ector of public 
relations at present . The majority opposing this 
was somewhat larger among businesses than schools . 
7. In contrast to their position on number six, both 
businesses and schools favored training specialists 
for the position by almost i dent i cal majorities . 
8. The mean for the total budget for schools was 
somewhat higher than that for businesses . However , 
businesses showed a larger allocat i on of funds 
for public relations , percentage- wise , than did 
schools . 
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9. The newspaper ranked high as a medium of public 
relations for both businesses and schools , as did 
plant publications and school publications . Both 
showed a reluctance toward the use of radio and 
television. 
10. Schools ranked higher in the use of face - to- face 
situations such as P. T. A. and open house. There 
was an interesting contrast in the use of the 
public relations contacts of American Business 
Wee k and American Education Week . American 
Education Week ranked near the top in usage while 
American Business Week was the lowest of all 
media used by business . 
In general, it would seem that when compared to 
businesses of comparable size the public schools show up 
well in their programs of public relations . 
Suggestions for Further Research.--
1. A more thorough sampling could be made of large 
corporations and large urban school systems which 
employ a full time director and staff or public 
relations, for purposes of comparing policy , 
budget , media used and policies of staff morale . 
2 . An enlarged study should be made of the New 
England area on the same basis as this study. 
3. A sectional comparison of public relations pro-
grams in the South, New England, the Midwest and 
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the Far Wes t could be made . 
4. A detailed study of the public schools of 
Massachusetts should be made with a comparison of 
public relations expenditures to the per- pupil 
cost of general education and comparisons of 
public relations expenditures to the total budget . 
5. A survey could be made of public relations train-
ing programs in colleges and universities, 
including required courses and types of courses 
offered. 
6. A study should be made of the role of the super -
intendent of schools as a public relations l eader 
in the smaller school systems . 
7. A study should be made of the role of the princi-
pal in public relations in his or her own school 
district . 
8. A survey could be made of P. T. A. groups on 
attitudes of parents toward the public relations 
activities of the schools . 
~) 
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